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MARKETING EDUCATION FRAMEWORKS Introduction

Preface

In recent years, the direction of American education has been the subject of wide-ranging discussion in public, educational,
governmental, and business arenas. While the situation is serious, it is not dire, as some critics have described; however
there is a need for the review of current school organization, curricula, teaching practices, and academic standards for
students. As a result of these discussions, many legislators, educators, parents, and business leaders across the nation
have initiated projects designed to develop high academic standards in safe learning environments for all students. In
Missouri, this initiative has resulted in the Show-Me Standards.

The Show-Me Standards

The Outstanding Schools Act requires that the State Board of Education oversee the development of "not more than 75
academic performance standards." Developed over a period of two years with input from teachers, school officials, and
citizens, the Show-Me Standards are the result of this mandate. There are 40 knowledge (content) standards that
provide a solid foundation of knowledge in communication arts, fine arts, health and physical education, mathematics,
science, and social studies.

Business and higher education communities have pointed out that, in general, students are graduating with some factual
knowledge, but they are not skilled in abstract thinking, problem solving, and working cooperatively or collaboratively.
Students need practice in integrating, applying and transferring what they are learning in one context or content area to
new and different situations. To remedy this, the Missouri teachers who developed the Show:Me Standards proposed 33
performance (process) standards. These standards include important process skills that students should master in order
to successfully gather, analyze, and apply information and ideas; communicate effectively within and beyond the classroom;
recognize and solve problems; and make decisions and act as responsible members of society. (The Show-Me Standards
are available from the Instructional Materials Laboratory.)

While intended to establish higher expectations for all of Missouri's students, the 73 Show-Me Standards do not represent
everything a student should or will learn. Graduates who meet these standards, however, should be well-prepared for
further education, work, and civic responsibilities.

The Department of Elementary and Secondary Education (DESE) believes that the preservation of local control is a
hallmark of the Outstanding Schools Act. Local school districts have the authority, the ability, and the resources to develop
rigorous and challenging curriculum that will prepare their students to be successful in the 21st century. The Department's
role is to support districts in this endeavor, helping them carry out this task by offering technical assistance, professional
development opportunities, and new technologies. Each school district must determine how its curriculum will be
structured and which methods to use to implement that curriculum in the classroom. DESE's stance is based on the belief
that local educators, parents, employers, and community leaders know best how to incorporate the Show-Me Standards
into their districts' curricula to meet the needs of their students.

Overview of Marketing Education Framework and Sample Learning Activities

The changing organization of work and the changing workplace skills demand that educators prepare workers who can
think, create, solve problems, communicate, use technology, and perform complex tasks. In addition, the high performance
workplace requires employees to work together as teams. By integrating the Marketing Education core competencies and
the Show-Me State Standards, the focus of instruction ensures that marketing education students will be prepared to
compete in the job market, as well as take their place as knowledgeable citizens and informed consumers.



MARKETING EDUCATION FRAMEWORKS Introduction

Marketing Education teachers engage their students in the study of marketing trends and skills, advertising and sales
techniques, economic factors, and the human relations approach. The strength of the Marketing Education program has
been its hands-on, performance-based learning approach in the classroom. The learner outcomes and competencies in the
Marketing Education Framework combined with the Show-Me State Standards will provide the runway for entry into the
business world and/or entry into higher education. These are mutually complementary goals.

To this end, the Show-Me Knowledge Standards and Show-Me Performance Standards must be reflected in the Marketing
Education Framework. The suggested Sample Learning Activities were developed to support and reinforce the Show-Me
Knowledge and Performance Standards. They are representative of the integrative nature of the marketing education
curriculum. These activities are merely suggested ways for a marketing education teacher to integrate the marketing
education curriculum with the Show-Me Standards. They serve as representations of how marketing education teachers
can prepare curriculum and instructional content, choose delivery systems, and assess performance and knowledge. They
were also developed to spark teachers to create their own integrated activities.

Purpose of the Marketing Education framework

The performance goals that have been identified as essential for all students in Missouri public schools are as follows:

Goal 1. Students in Missouri public schools will acquire the knowledge and skills to gather, analyze, and apply
information and ideas.

Goal 2. Students in Missouri public schools will acquire the knowledge and skills to communicate effectively
within and beyond the classroom.

Goal 3. Students in Missouri public schools will acquire the knowledge and skills to recognize and solve
problems.

Goal 4. Students in Missouri public schools will acquire the knowledge and skills to make decisions and act as
responsible members of society.

In addition, learner outcomes were identified for students in Missouri public schools in five knowledge areas:
Communication Arts, Fine Arts, Health/Physical Education, Mathematics, Science, and Social Studies.

The mission of Marketing Education and the Marketing Education Framework must be consistent with the Show-Me State
Knowledge (content) and Performance (process) Standards. An overview of the importance of each of the identified
goals and standards in the marketing education program will illustrate in general how the standards play out in marketing
education curricula.

Show-Me Know /edge and Performance Standards in Marketing Education

Gather, analyze, and apply information. Marketing research focuses on the systematic gathering, recording, and
analyzing of data about questions, problems, and ideas related to marketing goods and services. Marketing research
applies to all areas of marketing. The information obtained from research helps businesses plan their future products or
services. Research also helps businesses keep track of marketing trends, consumer preferences, and competitive products
or services. Marketing research plays a vital role in today's competitive, global marketplace. Students' ability to plan,
carry out, analyze, and present research data in oral, written, and visual presentations will enhance their roles as workers,
citizens, and consumers. Knowing about consumer behavior, societal pressures and changes, and economic factors and
trends focuses on the social studies and related fields.

7
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MARKETING EDUCATION FRAMEWORKS Introduction

Communication. A good marketer is a good communicator. A good marketer has learned the essentials of listening to
customers, speaking to various groups, writing promotional materials, reading job-related information, observing human
behavior, recognizing nonverbal cues for hidden meanings, and using communication technology to sell, inform, promote
products or services, and enhance the image of the company and self. Practice in planning, creating, producing, and
presenting marketing and sales promotions focuses on communication arts and the ways humans communicate and on
fine arts and the aesthetics that please the senses.

Problem-solving. The problem-solving approach in marketing is a logical process from definition of a problem to
presentation of a sound, research-based finding. The ability to objectively conduct research and interpret data derives from
the sciences. Additionally, marketers use mathematical functions to chart and interpret trends, graphically display sales
income data, control inventory (including ordering and stocking), handle cash and credit transactions, and use appropriate
technology to complete these functions.

Decision-making. The decision-making process in marketing plays a dual role: (1) The marketer uses a logical, objective
process derived from mathematics, science, and social studies to arrive at a decision that might involve selling,
promoting, or distributing a product or service. (2) The marketer helps the buyer arrive at a purchasing decision based on
a process also derived from mathematics, science, or social studies (e.g., problem recognition, information search and
evaluation, personal likes and dislikes, and final purchase decision and evaluation). Communication arts and social
studies also are involved in appealing to the consumer through the use of appropriate marketing strategies and knowledge
of consumer behavior.

The health and physical education of individuals begins at youth and continues throughout adulthood. It is particularly
important to students who enter marketing education or marketing occupations to pay attention to health and physical
fitness. An alert, active, physically fit person can perform successfully at a higher level in all areas of marketingfrom
selling to distribution. The health and physical education of the student in marketing impacts in all areas of the knowledge
and performance standards.

Organization of the Marketing Education Framework and Sample Learning Activities

The organization of A Framework for Curriculum Development in Marketing Education presents each of the nine
competency strands (instructional units) by learner outcome and competencies. Each learner outcome and competency is
cross-referenced to the Show-Me Standards related to knowledge (content) standards and performance (process)
standards. In this way, the integrity of the marketing education framework is clearly presented and enhanced. In the
Framework tables, the learner outcomes and competencies are listed in the left column. The Knowledge and Performance
Standards that the learner outcomes and competencies have been crosswalked to appear in the second and third columns
from the left respectively. (Note: If one of these two columns is empty, knowledge or performance standards were not
identified for the learner outcome and competencies listed.)

The "Sample Learning Activity" column, the column on the right, integrates marketing education learner outcomes and
competencies with the knowledge and performance standards through a variety of suggested situations and activities
designed to allow students to demonstrate what they know and can do. These activities also suggest classroom
assessments that require students to demonstrate their knowledge and skills.

(A list of Instructional Units, Learner Outcomes, and Competencies; a Cross-Reference Table to Marketing Education
Resources; a Cross-Reference Table to Show-Me Knowledge Standards; and a Cross-Reference Table to Show-Me
Performance Standards are available from the Instructional Materials Laboratory [Catalog # 80- 1045 -C].)
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A A Introduction

A Road Map to the Marketing Education Frameworks

The Marketing Education instructional units are identified in the page's header. The first column in the Framework Table
contains the Marketing Education learner outcomes and competencies. The lettering and numbering system for the learner
outcomes and competencies is as follows:

The learner outcomes are located in the left column and are identified by letters and numbers (i.e., Al). The
type is italics, serif lettering.
The competencies are also located in the left column and identified by lowercase letters. The type is serif
lettering. Please note that the competencies preceded by an asterisk(*) indicate that the competency is an
advanced marketing competency. An advanced competency is identified for inclusion in an advanced
marketing education class. Some of these competencies may be selected for inclusion in a first-year
marketing education class based on local need.

The second column from the left contains the Show-Me Knowledge Standards. The Knowledge Standard statements are
followed by a pair of letters and a number in parentheses. The pair of letters corresponds to the knowledge areas as
follows:

CA = Communication Arts
FA = Fine Arts
HP = Health/Physical Education
MA = Mathematics
SC = Science
SS = Social Studies

The number following the letters corresponds with the statement's numeric value on the framework table. Thus a
statement followed by CA1 indicates that it is the first statement in Communication Arts.

The third column from the left contains the Show-Me State Performance Standards. The Performance Standard
statements are followed by a decimal set of letters in parentheses. The letter preceding the decimal indicates the goal
number while the letter following the decimal corresponds with the statement's numeric value on the framework table.
Thus a statement followed by 1.1 indicates that it is the first statement in Goal 1. (See page iv for a list of the goal
statements.)

The "Sample Learning Activity" column includes 3 or more suggested activities for each identified learner outcome. For
the activities preceded by a check mark (, a suggested assessment instrument has been developed. These assessment
instruments are available in the Marketing Education Assessment Guide (Catalog #80- 0020 -I).
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 p
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ra
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 c
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 o
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 c
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 d
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 c
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 b
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ro
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 b
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 p
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 r
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 s
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 f
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 p
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 f
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 c

os
ts

, b
en

ef
its

 a
nd

 o
th

er
 c
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at
io

n 
us

ed
 to

su
pp

or
t d

ec
is

io
ns

 (
4.

1)

de
ve

lo
p,

 m
on

ito
r 

an
d 

re
vi

se
 p
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 m
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 p
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e 

ob
so

le
sc

en
ce

 a
nd

 it
s 

re
la

tio
n-

sh
ip

 to
 p

ro
du

ct
 d

ev
el

op
m

en
t.

D
is

cu
ss

 th
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 o
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at
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 p
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 p
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r.

 A
sk

 a
 s

tu
de

nt
 to

in
vi

te
 th

e 
sp

ea
ke

r,
 g

at
he

r 
in

fo
rm

at
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 d
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 p
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 c
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 o
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 c
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, d
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 d
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 p
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 o
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 d
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l f
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 c
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 f
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ra
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 b
ra
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 b
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 p

re
ve

nt
ed

 o
r 

so
lv

ed
 p

ro
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 d
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at
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 f
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ra
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e 

ex
te

nt
 to

 w
hi

ch
 a

 s
tr

at
eg

y 
ad

dr
es

se
s 

th
e

te
rm

s 
br

an
d,

 b
ra

nd
 m

ar
k,

 tr
ad

em
ar

k,
pr

iv
at

e 
or

 in
te

rm
ed

ia
ry

's
 b

ra
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l b
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 c
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, c
o-

br
an

di
ng

, a
nd

 m
ix

ed
br

an
d.

pr
op

os
ed

 s
ol

ut
io

ns
 (

3.
8)

C
re

at
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 p
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 f
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 c
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 r
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 c
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 c
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 p
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at
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re
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 d
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 m
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at
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at
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 c
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at
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lo
p 
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y 
st
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te
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 b
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 o
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w
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r 
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 p
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p 
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d 
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st
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 b
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n 
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e'
s 
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n
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 in

 p
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ve
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.3

)

ev
al

ua
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 th
e 
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 r
ec
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m
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f 
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ic

 f
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en
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 p
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m
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d 
pr
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 f
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 c
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en
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 c
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at
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t d
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lo
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ito
r 

an
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 p
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f 
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 m
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 p
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nd
 h
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at
e 

th
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 f
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 c
oo

rd
in

at
e 

th
e

ac
tiv
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 c
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 d
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e 
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 p
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 b
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m
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at
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e,

 p
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e 

in
 jo
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g 
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 s
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 m
an
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er

, p
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la
tio

ns
 p

ro
fe

ss
io

na
l, 
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ve
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g

ex
ec

ut
iv
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r 
ot

he
r 

m
ar
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tin

g
pr
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al
. B

e 
pr

ep
ar

ed
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ri

te
 a

jo
b 

de
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ri
pt

io
n 
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r 

th
e 

pe
rs

on
 a
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e 

pr
oj

ec
t i

s 
ov

er
. W

ri
te

 a
pp
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pr

ia
te
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llo

w
-u

p 
le

tte
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.
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e 
el

em
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f 
m
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in
g

(p
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nn
in
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 o
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an

iz
in

g,
 d

ir
ec

tin
g,

 a
nd

co
nt

ro
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 d

ev
el

op
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ea

so
na

l o
r

ye
ar
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 c
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en

da
r 

of
 a

dv
er

tis
in

g 
fo

r 
a

lo
ca

l b
us
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es

s 
th

at
 h
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 a

 r
ep

re
se

nt
a-

tiv
e 
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 th

e 
sc

ho
ol

's
 m

ar
ke

tin
g

ad
vi

so
ry

 c
om

m
itt

ee
. I

nc
lu

de
 a

va
ri

et
y 
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 p

ro
m

ot
io

na
l a

ct
iv

iti
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.
C
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at

e 
a 

di
sp

la
y 
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e 
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le
nd
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s 

in
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m

 f
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 r
ev

ie
w

 d
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in
g 
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e

an
nu

al
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ci
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n 

di
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or
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 c
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m
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sk
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r 
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st
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.
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 d
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 b
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t d
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 p
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 c
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at
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at
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 c
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at
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at
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, t
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at
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f
sh

a
sh

ap
es

 (
M

A
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 a
na

ly
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 p
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d
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at
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re
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ra
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tr
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c
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A
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at
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 d
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 c
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 m
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l p
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 p
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m
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at
io
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e 
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se
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e 
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kp
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ce
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pr
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an

d 
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r 
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en
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de
ve

lo
p 

an
d 
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pl

y 
st
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te
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 b
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ot
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re
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nt
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r 

so
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 p

ro
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lo
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an
d 
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pl
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st
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te
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 b
as
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s 

ow
n
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ce
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 p
re

ve
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g 
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 s

ol
vi

ng
 p
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bl

em
s 

(3
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)

ev
al

ua
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 th
e 

pr
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 r
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og
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.4
)
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el

y 
fr
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 a

 s
et
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f 
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 f
ac
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 a
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de
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ct

iv
el
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 p
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ns
 f
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m

 m
ul
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le
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ct

iv
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6)

ev
al

ua
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 th
e 

ex
te

nt
 to

 w
hi

ch
 a

 s
tr

at
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y 
ad

dr
es

se
s 
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e
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ob

le
m

 (
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se

ss
 c

os
ts

, b
en

ef
its
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nd

 o
th

er
 c

on
se
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ce
s 

of
pr

op
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ed
 s

ol
ut

io
ns
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de
ve

lo
p,
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on

ito
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an
d 

re
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 p
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f 
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 m
ee

t
de
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nd
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om

pl
is

h 
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s 

(4
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A
s 
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cl
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 d
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e 
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lo
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n 
of
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e 
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dv

er
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in
g 

re
la

te
d 

to
lo

ca
tio

n,
 a

m
ou

nt
 o

f 
sp

ac
e,

 d
ol

la
r 

co
st

of
 th

e 
sp

ac
e,

 a
nd

 r
et

ur
n 
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om

cu
st

om
er

 s
al

es
.

O
ve

r 
a 

pe
ri

od
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f 
tim

e,
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is
it 

a 
lo

ca
l

sh
op

pi
ng

 m
al

l t
o 

ob
se
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e 

pl
ac

em
en

t
of

 a
dv

er
tis

in
g,

 k
in

ds
 o

f 
ad
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is
in

g,
an

d 
ef

fe
ct

 o
n 

cu
st

om
er

s.
 S

ur
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y
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st
om

er
s 

to
 d

et
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m
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e 
w
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ch
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ve

rt
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en
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 n
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e 
or

re
m
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r.
 I

nt
er
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 a
 m

an
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er
 o

f 
a
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e 
in

 th
e 

m
al

l t
o 

de
te

rm
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e 
if

 s
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e
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s 
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ce

d 
a 
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se
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 s
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 o
r

cu
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om
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af

fi
c 
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e 

of
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dv
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tis
-

in
g.

 S
ha

re
 f

in
di

ng
s 

in
 a

 c
la

ss
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sc
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.

C
re

at
e 

an
 e

ff
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tiv
e 

pr
om

ot
io

na
l

ac
tiv

ity
 th

at
 c

an
 b

e 
m
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 f
ro

m
 p

la
ce

to
 p

la
ce

. D
et

er
m

in
e 

th
e 

m
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t
ef

fe
ct

iv
e 

lo
ca

tio
n 

ac
co

rd
in

g 
to

 tr
af

fi
c,

in
te

re
st

, a
nd

 f
ee

db
ac

k 
(s

ur
ve

ys
).

D
ev

el
op

 a
 p

ro
m

ot
io

na
l a

ct
iv

iti
es

bu
dg

et
 to

 s
up

po
rt

 a
nn

ua
l a

dv
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tis
in

g
fo

r 
D

E
C

A
. D

et
er

m
in

e 
ho

w
 th

e
re

ve
nu

e 
w

ill
 b

e 
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is
ed

 b
y 

th
e 

as
so

ci
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tio
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to
 s

up
po

rt
 th

e 
bu

dg
et

.

C
re

at
e 

a 
pr

om
ot

io
na

l-
ac

tiv
iti

es
ca

le
nd

ar
 a

nd
 b

ud
ge

t f
or

 a
 lo

ca
l

bu
si

ne
ss

. P
re

se
nt

 th
e 

ca
le

nd
ar

 a
nd

bu
dg

et
 to

 th
e 

m
an

ag
er

 f
or

 f
ee

db
ac

k
re

la
te

d 
to

 a
ct

iv
iti

es
, c

os
ts

, a
nd

ef
fe

ct
iv

en
es

s.
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 b
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 d
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at
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re
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 d
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 d
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fo
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 c
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 m
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l p
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en

tif
y 

pr
ob

le
m

s 
an

d 
de

fi
ne

 th
ei

r 
sc

op
e 

an
d 

el
em

en
ts

co
m

pa
ni

es
 u

se
 a

 v
ar

ie
ty

 o
f 

st
ra

te
gi

es

m
ar

ke
tin

g 
st

ra
te

gi
es

to
 r

ea
ch

 c
us

to
m

er
s 

an
d 

co
ns

um
er

s.
(
3
.
1
)

D
is

cu
ss

 th
e 

di
ff

er
en

ce
s 

be
tw

ee
n

* 
c.

D
es

cr
ib

e 
a 

m
ar

ke
tin

g
de

ve
lo

p 
an

d 
ap

pl
y 

st
ra

te
gi

es
 b

as
ed

 o
n 

w
ay

s 
ot

he
rs

cu
st

om
er

s 
an

d 
co

ns
um

er
s.

st
ra

te
gy

 f
or

 a
 g

iv
en

ha
ve

 p
re

ve
nt

ed
 o

r 
so

lv
ed

 p
ro

bl
em

s 
(3

.2
)

si
tu

at
io

n
D

iv
id

e 
th

e 
cl

as
s 

in
to

 te
am

s.
 H

av
e 

th
e

de
ve

lo
p 

an
d 

ap
pl

y 
st

ra
te

gi
es

 b
as

ed
 o

n 
on

e'
s 

ow
n

te
am

s 
cr

ea
te

 a
 n

ew
 p

ro
du

ct
 o

r 
se

rv
ic

e
d.

D
ef

in
e 

m
ar

ke
tin

g 
m

ix
 a

nd
id

en
tif

y 
th

e 
el

em
en

ts
 o

f 
th

e
ex

pe
ri

en
ce

 in
 p

re
ve

nt
in

g 
or

 s
ol

vi
ng

 p
ro

bl
em

s
(
3
.
3
)

or
 d

ev
is

e 
a 

ne
w

 "
tw

is
t"

 o
n 

an
 o

ld

m
ar

ke
tin

g 
m

ix
ev

al
ua

te
 th

e 
pr

oc
es

se
s 

us
ed

 in
 r

ec
og

ni
zi

ng
 a

nd
 s

ol
vi

ng
pr

od
uc

t o
r 

se
rv

ic
e.

 F
or

 th
e 

ne
w

 o
r

pr
ob

le
m

s
(
3
.
4
)

re
w

or
ke

d 
pr

od
uc

t o
r 

se
rv

ic
e,

 d
ev

el
op

e.
D

et
er

m
in

e 
a 

m
ar

ke
tin

g 
m

ix
a 

m
ar

ke
tin

g 
st

ra
te

gy
, u

si
ng

 th
e 

m
ar

ke
t

fo
r 

a 
pr

od
uc

t o
r 

se
rv

ic
e

ex
am

in
e 

pr
ob

le
m

s 
an

d 
pr

op
os

ed
 s

ol
ut

io
ns

 f
ro

m
 m

ul
tip

le
pe

rs
pe

ct
iv

es
(
3
.
6
)

m
ix

. U
si

ng
 a

 s
of

tw
ar

e 
sl

id
e 

sh
ow

,
pr

es
en

t t
he

 m
ar

ke
tin

g 
st

ra
te

gy
 to

 th
e

ev
al

ua
te

 th
e 

ex
te

nt
 to

 w
hi

ch
 a

 s
tr

at
eg

y 
ad

dr
es

se
s 

th
e

pr
ob

le
m

(
3
.
7
)

as
se

ss
 c

os
ts

, b
en

ef
its

 a
nd

 o
th

er
 c

on
se

qu
en

ce
s 

of
pr

op
os

ed
 s

ol
ut

io
ns

(
3
.
8
)

ex
pl

ai
n 

re
as

on
in

g 
an

d 
id

en
tif

y 
in

fo
rm

at
io

n 
us

ed
 to

su
pp

or
t d

ec
is

io
ns

(
4
.
1
)

cl
as

s.
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.

Id
en

tif
y 

m
ar

ke
ts

 f
or

 a
 p

ro
du

ct
an

d/
or

 s
er

vi
ce

a.
D

ef
in

e 
th

e 
m

ea
ni

ng
 o

f 
a

m
ar

ke
t f

or
 a

 p
ro

du
ct

b.
D

es
cr

ib
e 

ho
w

 a
 m

ar
ke

t f
or

 a
pr

od
uc

t c
an

 b
e 

id
en

tif
ie

d

c.
Id

en
tif

y 
de

m
og

ra
ph

ic
ch

ar
ac

te
ri

st
ic

s 
th

at
 w

ou
ld

co
m

po
se

 m
ar

ke
t s

eg
m

en
ts

fo
r 

pa
rt

ic
ul

ar
 p

ro
du

ct
s

,

de
ve

lo
p 

qu
es

tio
ns

 a
nd

 id
ea

s 
to

 in
iti

at
e 

an
d 

re
fi

ne
re

se
ar

ch
 (

1.
1)

co
nd

uc
t r

es
ea

rc
h 

to
 a

ns
w

er
 q

ue
st

io
ns

 a
nd

 e
va

lu
at

e
in

fo
rm

at
io

n 
an

d 
id

ea
s
(
1
.
2
)

id
en

tif
y 

pr
ob

le
m

s 
an

d 
de

fi
ne

 th
ei

r 
sc

op
e 

an
d 

el
em

en
ts

(
3
.
1
)

de
ve

lo
p 

an
d 

ap
pl

y 
st

ra
te

gi
es

 b
as

ed
 o

n 
w

ay
s 

ot
he

rs
ha

ve
 p

re
ve

nt
ed

 o
r 

so
lv

ed
 p

ro
bl

em
s
(
3
.
2
)

de
ve

lo
p 

an
d 

ap
pl

y 
st

ra
te

gi
es

 b
as

ed
 o

n 
on

e'
s 

ow
n

ex
pe

ri
en

ce
 in

 p
re

ve
nt

in
g 

or
 s

ol
vi

ng
 p

ro
bl

em
s
(
3
.
3
)

re
as

on
 in

du
ct

iv
el

y 
fr

om
 a

 s
et

 o
f 

sp
ec

if
ic

 f
ac

ts
 a

nd
de

du
ct

iv
el

y 
fr

om
 g

en
er

al
 p

re
m

is
es

(
3
.
5
)

ex
am

in
e 

pr
ob

le
m

s 
an

d 
pr

op
os

ed
 s

ol
ut

io
ns

 f
ro

m
 m

ul
tip

le
pe

rs
pe

ct
iv

es
(
3
.
6
)

ev
al

ua
te

 th
e 

ex
te

nt
 to

 w
hi

ch
 a

 s
tr

at
eg

y 
ad

dr
es

se
s 

th
e

pr
ob

le
m

(
3
.
7
)

ex
pl

ai
n 

re
as

on
in

g 
an

d 
id

en
tif

y 
in

fo
rm

at
io

n 
us

ed
 to

su
pp

or
t d

ec
is

io
ns

 (
4.

1)

D
is

cu
ss

 th
e 

re
as

on
in

g 
be

hi
nd

 th
e

fa
ct

or
s 

in
vo

lv
ed

 in
 d

em
og

ra
ph

ic
 a

nd
ps

yc
ho

gr
ap

hi
c 

da
ta

. D
is

cu
ss

 h
ow

co
m

pa
ni

es
 u

se
 th

e 
in

fo
rm

at
io

n 
to

ta
rg

et
 p

ro
du

ct
s 

to
 v

ar
io

us
 m

ar
ke

ts
.

D
eb

at
e 

th
e 

et
hi

cs
 o

f 
us

in
g 

th
es

e 
da

ta
to

 ta
rg

et
 s

pe
ci

fi
c 

pr
od

uc
ts

.

D
ev

is
e 

a 
su

rv
ey

 th
at

 p
ro

vi
de

s 
th

e
de

m
og

ra
ph

ic
 a

nd
 p

sy
ch

og
ra

ph
ic

pr
of

ile
 o

f 
cl

as
sm

at
es

. D
is

cu
ss

 h
ow

th
e 

sc
ho

ol
 s

to
re

 m
ig

ht
 u

se
 th

e
pr

of
ile

s 
to

 a
dd

 n
ew

 (
or

 r
et

ir
e 

ol
d)

pr
od

uc
ts

.

D
ev

el
op

 a
 d

em
og

ra
ph

ic
 p

ro
fi

le
 o

f
cu

st
om

er
s 

fo
r 

a 
lo

ca
l b

us
in

es
s.

A
pp

ly
 th

e 
m

ar
ke

tin
g 

m
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 to
 e

xp
an

d
th

e 
m

ar
ke

t b
as

e.

D
es

cr
ib

e 
th

e 
m

ar
ke

t(
s)

 f
or

 th
e 

ne
w

pr
od

uc
t c

re
at

ed
 in

1
3
.

Id
en

tif
y

st
ra

te
gi

es
 to

 u
se

 to
 d

ef
in

e 
th

e 
m

ar
ke

t.
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Id
en

tif
y 

th
e 

im
po
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an

ce
 o

f
id

en
tif

y 
pr

ob
le

m
s 

an
d 

de
fi

ne
 th

ei
r 

sc
op

e 
an

d 
el

em
en

ts
4/

D
es

ig
n 

a 
bu

lle
tin

 b
oa

rd
 th

at
m

ar
ke

tin
g

(3
.1

)
ill

us
tr

at
es

 th
e 

m
ar

ke
tin

g 
co

nc
ep

t, 
th

e
fu

nc
tio

ns
 o

f 
m

ar
ke

tin
g,

 a
nd

 th
e

a.
E

xp
la

in
 th

e 
im

po
rt

an
ce

 o
f

ex
am

in
e 

pr
ob

le
m

s 
an

d 
pr

op
os

ed
 s

ol
ut

io
ns

 f
ro

m
 m

ul
tip

le
im

po
rt

an
ce

 o
f 

m
ar

ke
tin

g 
in

 th
e 

U
ni

te
d

m
ar

ke
tin

g 
in

 o
ur

 e
co

no
m

y
pe

rs
pe

ct
iv

es
 (

3.
6)

St
at

es
 e

co
no

m
y.

b.
D

ef
in

e 
an

d 
ex

pl
ai

n 
th

e
ex

pl
ai

n 
re

as
on

in
g 

an
d 

id
en

tif
y 

in
fo

rm
at

io
n 

us
ed

 to
m

ar
ke

tin
g 

fu
nc

tio
ns

su
pp

or
t d

ec
is

io
ns

 (
4.

1)
C

re
at

e 
a 

tr
ai

ni
ng

 p
ro

gr
am

 f
or

 a
 n

ew

in
vo

lv
ed

 in
 m

ar
ke

tin
g

em
pl

oy
ee

 th
at

 e
xp

la
in

s 
th

e 
m

ar
ke

tin
g

pr
od

uc
ts

 a
nd

 s
er

vi
ce

s
co

nc
ep

t a
nd

 m
ar

ke
tin

g 
m

ix
. O

ut
lin

e
th

e 
su

bj
ec

ts
 to

 b
e 

co
ve

re
d,

 h
ow

 th
e

c.
E

xp
la

in
 th

e 
m

ar
ke

tin
g

pr
og

ra
m

 w
ill

 b
e 

pr
es

en
te

d,
 a

nd
 th

e
co

nc
ep

t
le

ng
th

 o
f 

th
e 

tr
ai

ni
ng

. S
ha

re
 th

e
ou

tli
ne

 o
f 

th
e 

tr
ai

ni
ng

 p
ro

gr
am

 w
ith

th
e 

cl
as

s,
 u

si
ng

 p
re

se
nt

at
io

n
so

ft
w

ar
e.

W
ri

te
 a

n 
ar

tic
le

 f
or

 th
e 

sc
ho

ol
ne

w
sp

ap
er

 th
at

 f
oc

us
es

 o
n 

th
e

im
po

rt
an

ce
 o

f 
m

ar
ke

tin
g 

in
 o

ur
ec

on
om

y.

R
es

ea
rc

h 
"r

el
at

io
ns

hi
p 

m
ar

ke
tin

g.
"

D
is

co
ve

r 
th

e 
el

em
en

ts
 o

f 
th

e 
st

ra
te

gy
an

d 
in

 w
hi

ch
 m

ar
ke

ts
 it

 is
 (

or
 m

ig
ht

be
) 

m
os

t s
uc

ce
ss

fu
l. 

Fi
nd

 o
ut

 w
hi

ch
co

m
pa

ni
es

 a
re

 e
nc

ou
ra

gi
ng

 th
ei

r
m

ar
ke

tin
g 

pr
of

es
si

on
al

s 
to

 u
se

 th
e

st
ra

te
gy

. W
ri

te
 a

 p
ap

er
 a

nd
 b

e
pr

ep
ar

ed
 to

 s
ha

re
 th

e 
fi

nd
in

gs
 w

ith
th

e 
cl

as
s.

 (
T

he
 I

nt
er

ne
t c

an
 b

e 
us

ed
fo

r 
th

is
 a

ct
iv

ity
.)
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.

D
es

cr
ib

e 
th

e 
im

po
rt

an
ce

 o
f

ev
al

ua
te

 th
e 

ac
cu

ra
cy

 o
f 

in
fo

rm
at

io
n 

an
d 

th
e 

re
lia

bi
lit

y
U

si
ng

 th
e 

In
te

rn
et

, r
es

ea
rc

h 
th

e
in

te
rn

at
io

na
l m

ar
ke

tin
g

of
 it

s 
so

ur
ce

s 
(1

.7
)

N
A

FT
A

 a
nd

 G
A

T
T

 tr
ad

e 
ag

re
em

en
ts

an
d 

th
ei

r 
ef

fe
ct

s 
on

 th
e 

U
ni

te
d 

St
at

es
a.

D
ef

in
e 

in
te

rn
at

io
na

l t
ra

de
or

ga
ni

ze
 d

at
a,

 in
fo

rm
at

io
n 

an
d 

id
ea

s 
in

to
 u

se
fu

l f
or

m
s

an
d 

in
te

rn
at

io
na

l m
ar

ke
ts

. I
de

nt
if

y
(i

nc
lu

di
ng

 c
ha

rt
s,

 g
ra

ph
s,

 o
ut

lin
es

) 
fo

r 
an

al
ys

is
 o

r
b.

E
xp

la
in

 w
hy

 n
at

io
ns

pr
es

en
ta

tio
n 

(1
.8

)
is

su
es

 th
at

 a
re

 a
ri

si
ng

 f
ro

m
 th

es
e

en
ga

ge
 in

 in
te

rn
at

io
na

l
ag

re
em

en
ts

. B
e 

pr
ep

ar
ed

 to
 d

eb
at

e

tr
ad

e
id

en
tif

y 
pr

ob
le

m
s 

an
d 

de
fi

ne
 th

ei
r 

sc
op

e 
an

d 
el

em
en

ts
th

e 
is

su
es

 in
 c

la
ss

.

* 
c.

D
es

cr
ib

e 
ho

w
 in

te
rn

at
io

na
l

(3
.1

)
D

is
cu

ss
 th

e 
im

pl
ic

at
io

ns
 o

f 
th

e

tr
ad

e 
af

fe
ct

s 
th

e 
ec

on
om

ic
ev

al
ua

te
 th

e 
pr

oc
es

se
s 

us
ed

 in
 r

ec
og

ni
zi

ng
 a

nd
 s

ol
vi

ng
fo

llo
w

in
g 

st
at

em
en

t i
n 

re
la

tio
n 

to
.

in
te

rd
ep

en
de

nc
e 

of
 n

at
io

ns
pr

ob
le

m
s 

(3
.4

)
m

ar
ke

tin
g:

 T
he

 w
or

ld
 is

 a
 g

lo
ba

l
vi

lla
ge

.
* 

d.
A

na
ly

ze
 in

te
rn

at
io

na
l

re
as

on
 in

du
ct

iv
el

y 
fr

om
 a

 s
et

 o
f 

sp
ec

if
ic

 f
ac

ts
 a

nd
tr

en
ds

 o
n 

m
ar

ke
tin

g
de

du
ct

iv
el

y 
fr

om
 g

en
er

al
 p

re
m

is
es

 (
3.

5)
U

si
ng

 v
ar

io
us

 s
ou

rc
es

 (
ne

w
sp

ap
er

s,
m

ag
az

in
es

, I
nt

er
ne

t)
, c

ol
le

ct
 e

xa
m

pl
es

ex
am

in
e 

pr
ob

le
m

s 
an

d 
pr

op
os

ed
 s

ol
ut

io
ns

 f
ro

m
 m

ul
tip

le
of

 a
dv

er
tis

em
en

ts
 b

y 
A

m
er

ic
an

 a
nd

pe
rs

pe
ct

iv
es

 (
3.

6)

ev
al

ua
te

 th
e 

ex
te

nt
 to

 w
hi

ch
 a

 s
tr

at
eg

y 
ad

dr
es

se
s 

th
e

in
te

rn
at

io
na

l c
om

pa
ni

es
. I

f 
po

ss
ib

le
,

co
lle

ct
 a

dv
er

tis
em

en
ts

 f
ro

m
 f

or
ei

gn

pr
ob

le
m

 (
3.

7)
so

ur
ce

s 
th

at
 ta

rg
et

 A
m

er
ic

an
co

ns
um

er
s.

 I
de

nt
if

y 
th

e 
el

em
en

ts
 in

un
de

rs
ta

nd
 a

nd
 a

pp
ly

 th
e 

ri
gh

ts
 a

nd
 r

es
po

ns
ib

ili
tie

s 
of

th
e 

ad
ve

rt
is

em
en

ts
 th

at
 ta

rg
et

ci
tiz

en
sh

ip
 in

 M
is

so
ur

i a
nd

 th
e 

U
ni

te
d 

St
at

es
 (

4.
2)

an
ot

he
r 

co
un

tr
y.

 D
is

cu
ss

 th
e

si
m

ila
ri

tie
s 

an
d 

di
ff

er
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